The exponential growth of the Internet and social media (SM) in the recent years has contributed to changing the communication environment in which stakeholders as their users may post and distribute their opinions about the company and its products. This generates a number of potential threats to the image and reputation of both people and organizations. Companies cannot ignore this fact and should use SM not only as an additional communication marketing channel but also in a broader context  as a tool to build and protect their reputation. This article aims to identify the extent and directions of the use of SM in the activities of companies operating on the Polish market in the area of reputation management. The results of research showed that Polish companies recognize the potential of SM and try to apply them in their marketing efforts. In the approach to the SM as a communication channel, the traditional way of thinking dominates, in which they are treated as just another promotional tool used by two departments: marketing and public relations (PR). This way of using SM is not integrated and does not allow effective building and protecting reputation in the Internet environment. To achieve this goal, the following research methods were used: critical analysis of literature and analysis of secondary sources in a form of report from the research conducted by various national and foreign research centers.
Introduction
Social media (SM) is a new, dynamically developing channel of interpersonal communication that becomes a serious challenge for managers in corporate reputation management (Lariscy, et al., 2009 ). Thanks to its specific features (i.e., interactivity, mass-character, speed, global range, and so on), this type of media may constitute both opportunity and threat for reputation building and protection.
On the one hand, they may be used as a great tool to create the desired image and reputation because of the possibility of building interactive relationships with an unlimited number of recipients, who may be not only customers but also stakeholder groups: employees, investors, and business partners (Yang and Lim, 2009; Etter, 2013) .
On the other hand, their functioning, remaining beyond the company's control and influence, generates serious threats to reputation. One negative submission or comment in the Internet about the company or product may launch an unstoppable avalanche that may damage the carefully created image and destroy the reputation that had been built for years. Besides, the use of blogosphere is connected with a danger of revealing or leaking confidential data, violating author's rights, and so on (Li and Bernoff, 2011, pp.56-57).
Practice shows that so far, the latter side of SM, unfavorable for the company, seems to have taken over. In these media, the image crises of companies and products, hacker attacks, data leaks and so on are echoed widely but not the success of creating the desired reputation. Here some examples from Polish market may be given. The first one is related to Adidas company that at the beginning of 2011 painted out popular graffiti masterpieces in one of Warsaw's residential districts in order to place its own advertisements there. It triggered a rapid reaction of the fans of this type of art on Facebook. These protests were supported by 20,000 young people who in one day decided that wearing Adidas clothes is out of fashion.
The company, afraid of consumer boycott, admitted its mistake, apologized, and gave the wall back to the artists (www 1, 2011) . Another example concerns the unfortunate commercial by Play mobile phone operator, where they encouraged to buy the SIM card using an argument that it may be as easily disposed as a dog given to a shelter. Animal lovers and animal right activists made a quick response. The company reacted fast organizing an event of donating dog food to all shelters in the whole Poland, what allowed transferring the failure into the image success(www 2, 2010).
The amount of SM users is gradually increasing at the pace of 20% yearly. It is estimated that until the year 2017, it will rise to 2.55 billion users (www 3, 2013) . More than 72% of internauts regularly uses SM; furthermore, the US and UK residents spend 13 and 16 minutes per hour accordingly on SM (www 4, 2014) . In the face of such huge popularity and commonness of SM in the process of interpersonal communication, the companies can no longer underestimate or ignore them but should include them in strategic programs and plans.
According to Argenti (2011, pp.61-64) ,the use of SM by companies becomes a necessity and opportunity for growth. However, in order to gain success, it is not enough to use them passively and occasionally  they need to be used strategically as one of the basic instruments of marketing communication.
The objective of the paper is to identify the scale, range, and directions of using SM in the activity of companies operating on the Polish market in the context of reputation building and protection.
In order to achieve the objective, the following research methods were used: critical literature review and analysis of secondary sources in a form of research reports conducted by various science and research centers (among others, Harvard Business Review Polska together with Capgemini Polska, Connect, Deloitte).
2
The areas of using social media in company activity SM are defined as a group of applications basing on the ideology and technique of Web 2.0, enabling the creation and exchange of contents by users (Kaplan, Haenlain, 2010 The range of possibilities and utilization of SM by the company is very wide. It not only encompasses the marketing and public relations (PR) sphere but also areas such as sales, customer service, human resources management, research and development (R&D), or corporate social responsibility (CSR). Table 1 shows the types of SM with the indication of the area of their utilization in the company.
As one may see, SM mostly serve relationship building and retaining with different groups of users through information, views, and comments exchange. Because of that the company using SM may be aimed at the following objectives:
 company/brand image creation and dissemination,  building customer and other stakeholder groups relationships,  advertising and sales of products and services,  employee recruitment,  knowledge and new ideas gaining.
SM are mostly a new tool and channel of internal communication  company management with employees and among employees  and also external one  with external company stakeholders ( Table 2) .  establishing company fanpage  establishing company profiles on social platforms  possibility of interacting with users of social networks  running promotional and charity events However, it should be emphasized that communication using SM is fundamentally different from the communication using traditional media, when the company was able to direct a well-prepared and planned message to a group of isolated recipients. SM create a new communication environment where it is not enough to speak but now one must talk, it is not enough to communicate, one must listen, it is not enough to show, one must get engaged now and, in addition, take care of everyone separately (instead of speaking to everyone at once) and be verified 24/7 (Niemedyński, 2010).
3
Justification of the need to use SM in reputation management
As it was stated earlier, SM are a new, very effective tool for communicating with various groups of stakeholders; therefore, they can be used to create a desired image and to build the reputation of the company. The specificity and the advantage of new media in the context of building reputations is the fact that they can allow establishing of close relationships with the engaged groups of recipients; creation of such group forces transparency and requires an open, honest dialogue that gives the chance
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According to the research conducted in 20 countries of the world (Edelman Trust Barometer, 2015), the confidence in online search engines increased from 62% in year 2012 to 64% in year 2015 and in SM from 45% in year 2012 to 48% in year 2015.
On the other hand, the level of confidence in traditional media is decreasing: from 67% in year 2012 to 62% in year 2015.
An important argument justifying the need for using SM in reputation management of contemporary organizations is the generational change. Currently, people born between years 1980 and 1995 are entering the labor market  these are the years that are described as the generation Y. The main criterion for distinguishing this generation is proficiency at skills of using modern information and telecommunication technologies: the Internet, mobile telephones, and digital devices (Czekańska-Mirek, 2011, p.163). The lifestyle of people representing this generation indicates that SM will be an indispensable tool for establishing all forms of relationships with them. The lifestyle of representatives of generation Y is characterized by (Filiciak, et al., 2010) :  a wish to keep in touch permanently with the reference group,  a wish for individualization, distinguishing oneself through the presentation of one's thoughts, emotions, and mood,  a wish to maintain work-life balance,  shifting the border of privacy (in comparison with the previous generation),  a negative attitude toward mass, not personalized advertising,  being used to acting quickly and receiving instant feedback,  co-sharing digital content (viral marketing).
Apart from that, they are characterized by resistance to advertising messages and a low level of loyalty toward a brand or company. It turns out that young people from generation Y are not willing to defend the reputation of an enterprise on a corporate profile. This was showed by the results of research conducted in this area (Moroz, 2013, pp.123-131) . Only 20% of the respondents replied that they will unconditionally defend the company in a discussion. On the other hand, a definite majority declared that they will not defend the company in a discussion because they believe that:  the company has a person responsible for communication on the fanpage (86.9%),  the company does not have to respond to every attack (83.3%),  one should publicize the company's faults when it comes to their offer and service (79.2%).
Utilization of SM is necessary and justified not only in the context of creating the desired reputation but also in the context of protecting it from new threats. It turns out that the development of modern media caused the multiplication of reputation risk. According to Weber Shandwick's research (2009), reputation is currently considered by managers to be one of the most sensitive resources, exposed to unexpected attacks through Internet tools.
The environment of modern media creates the potential for the creation of serious and strong opinionforming centers in the net, which can disseminate both positive as well as negative information about the company. One negative comment from a dissatisfied customer or one untrue rumor is enough to launch a whole avalanche of negative comments. In order to protect the reputation of the company from such attacks and their consequences, an immediate response on the same channel is necessary. It requires a constant presence in media, their ongoing monitoring, and implementation of the mechanisms for reacting quickly.
In this place, it is worth emphasizing that the usefulness of modern media is very significant in managing every crisis situation, not only one caused by a negative, untrue comment but also one caused by a mistake, error, violation of the law or ethical rules, or a random event (Szwajca, 2013 It is particularly alarming considering the increasing popularity of the Internet and SM among Poles. Among 26 million Internet users in Poland, 74%connects to the global network at least once per day, 20% once per week, 5% once per month, and only 1% does it less often than once in a month. Out of that 48% of the traffic comes from people using Internet on a laptop or a desktop PC (a decrease of 10% in comparison to January 2015) and 51% of the traffic is generated by smartphones (increase by 14%). An active Facebook account is already owned by 14 million people  36% of the total population of Poland (www 6, 2016).
Taking into consideration the numbers and development trends in this area, it should be stated that the digital potential is not being fully used by the companies.
The use of SM by Polish companiesaccording to survey research
The research concerning the use of SM by enterprises is usually a survey research conducted among various employee groups. The examples of such research in relation to Polish companies are:
 "Social Enterprise 2012" study conducted in the year 2012 by the researchConnect company on a representative sample of 200 large and medium enterprises  the respondents were employees from various departments,  "Biznes społecznościowy 2012" study conducted by the Deloitte company in the year 2012 on a sample of 71 companies from several branches of industry  the respondents were marketing specialists,  "Polskie firmy w mediach społecznościowych" study conducted in the year 2011 by HBR Polska together with Capgemini consulting company on a sample of 22 companies  the respondents were the managers of marketing and communications departments.
The first two studies contain quantitative data about the level to which SM is used by Polish companies can be compared with companies from other highly developed countries, that is, the United States, the United Kingdom, Canada, and Australia (Table 3) .
As it can be seen in the The main goals of the presence in SM are:  following trends visible on the market/in competition  62%,  positive influence on the brand perception  59%,  gaining knowledge about the present and potential customers  35%,  increase in sales  25%.
When it comes to the target groups of recipients, these are mainly current and potential customers (respectively, 75% and 82%), current and potential employees (respectively, 34% and 39%), and business partners. The most often published content is competitions (75%), then multimedia (65%), applications (37%), and loyalty programs (10%).
Most companies (58%) monitor only the contents and comments on their profiles and browse the Internet on their own in the search for information about the company (48%). Almost 60% of the surveyed companies have not had to cope with a crisis situation in SM yet; therefore, only a small percentage of them prepares scenarios in case of any threat to the reputation. Almost half of those surveyed does not conduct any training for employees in regards to publishing content in SM.
The results presented speak about underestimating SM and small utilization of their potential in the area of creating permanent, deepened relationships of Polish enterprises with various groups of stakeholders, not only with the customers. SM are used in a passive way, more as a tool for sales promotion or advertising than as an instrument of creating permanent, open relationships with the recipients.
Entries and comments about the company are not monitored systematically, as a result of which potential attacks from Internet users cannot be identified on time. There is also a lack of proper tools and procedures enabling a suitably fast reaction to crisis situations. Polish managers are not fully aware of the possibilities granted by an active presence in the net and by the creation of planned marketing strategies with the use of SM.
In the Capgemini research, based on in-depth interviews with the managers and communications departments, The Social Media Utilization Maturity Model-SM was used, in which the maturity degree is assessed in a five-point scale (Sumara, et al., 2012) . Twenty-two large companies from the sectors of finance, TMI (telecommunication, media, and Internet), FMCG (fast moving consumer goods), and energy and automotive industry took part in the research. These enterprises are the leaders in their respective sectors when it comes to using SM. The research covered the following areas: According to the achieved results, the average level of maturity of all branches of industry was evaluated to be on the level of 2.5-3 points, wherein the highest level (a bit above 3 points) was noted in the first area (awareness of the companies regarding the ways of utilizing SM), while the lowest (less than 2 points) in the fourth (the level of integration of SM with processes and strategy) and seventh areas (the extent of IT tools supporting actions in SM).
The best score across all categories was received by TMI and FMCG companies, while the worst by energy and automotive industries. In the majority of the examined companies, SM are used for the promotion of products and services and for branding activities. The most popular services are Facebook and YouTube. Marketing and PR departments are responsible for the communication via SM, where special posts are created to handle the services.
Many companies also use the services of external agencies in the form of outsourcing. The employees of other departments are neither engaged in these actions nor trained in the area of handling SM. Consequently, it can be seen that the enterprises have only a single point of contact with the communities; SM are not integrated with the operational processes but operate as hermetic organizational silos (Fig. 1) . Only few among the examined companies monitor SM from the point of view of threats to reputation. Most often they are based on the reports of external agencies; there is a lack of automatic online alerts. Therefore, it is hard to expect a quick reaction from the service employees to customers' complaints expressed on social portals. In practice, the reactions to crisis situations are delayed and the answers to difficult questions appear too late, when negative comments have already spread in the net.
Summarizing the results of this research, it may be stated that although the majority of the surveyed companies perceive the significance and potential of SM, it is not used in practice.
SM utilization by Polish companies  according to the analysis of secondary sources
The survey research concerning the assessment of the scale of SM utilization by Polish companies is based on the knowledge of various employee groups that is differed and not complete. Therefore, the results obtained are not fully reliable and credible. Internet services and official business profiles in social networks are another source of information on that matter. A method of these sources exploration and analysis was used by Buchnowska (2013) in her research. The research sample encompassed 100 largest Polish enterprises in terms of revenues, from the report of List 500 by "Polityka" as for 2012. This report included the companies from three sectors: light and heavy industry, services, and trade (excluding the financial sector that was put in a separate report). The analysis was performed in two steps:
1) visiting business platform of each company and searching for links to social networks, what allowed including only official profiles of company/brand, 2) visiting all identified profiles in SM in order to determine whether they are updated and active, whether they are integrated, and how much the companies and fans are involved. According to the analysis performed, it was found that 53% of companies has an account in at least one social network. The greatest part of the examined enterprises (34%) present in SM has official profiles on one portal and not many fewer of them (30%) has profiles on three different portals. All in all, 66% of companies present in SM possess a profile on more than one portal and 49% of them have profiles on at least three portals.
The most popular social networks are those of friends' character among the examined enterprises. About 83% of companies present in SM use them, and Facebook is used the most  79% of companies present in SM has an account there ( Table 4 ).
The second most popular type of media are video networks, You Tube in particular. About 58% of companies present in SM use it. The remaining types of networks are used in a much less scale, especially geolocation and photo networks.
The research showed that the scale and type of social networks used by the largest Polish enterprises depend, to a great extent, on the industry that the company belongs to. The examined enterprises represent 16 branches of industries, and the most popular are food industry, mineral resources, fuel, and trade. Table 5 shows the activity of particular industry in SM. As one may notice, each of the enterprises representing clothing and footwear, military industry, transport and logistics, as well as entertainment possesses an account on at least one social network, and most of them (seven out of eight companies) on at least two. The most active according to the number of portals are the enterprises from clothing and footwear industry.
It is worth noticing that a specific activity in SM of those industries does not only concern the largest companies but all of them. It turns out that the companies and brands connected with fashion are very popular among the SM users, especially Facebook. Clothing is the second (after music) industry in terms of the number of fans and fourth one in terms of users involved (after e-commerce, sport, and music) on Facebook (Buchnowska, 2013, p.65 following: Sotrender, 2012).
The enterprises from three industries are totally absent in SM: construction, metal and wood, and paper industries. When talking about construction industry, the reason for not using SM may be a fact that according to ASM company report, opinions expressed in the network about construction brands, products, and services are not particularly important for the experts from this industry, that is, contractors, investors, and architects (Buchnowska, 2013 , p.66 following: ASM 2013). However, little interest in SM among the companies from metal and wood and paper industries may come from the specificity of recipients who are institutional customers. Social networks, especially for friends, mainly serve for establishing contacts with consumers and individual customers; thus they are more often used by the companies performing in business-tocustomer (B2C) model than business-to-business (B2B) model.
Both methods, that is, in-depth interviews with employees responsible for SM management and analysis of social networks and websites, were used in research on brewing industry that is carried out in the year 2014 (Szamrowski and Pawlewicz, 2015) . The research sample encompassed 37 companies, including breweries belonging to the largest brewing corporations in Poland and regional breweries, varied in terms of size.
According to the research results, only 25% of examined breweries does not use SM in their PR activities. It mainly concerns small regional breweries. All breweries belonging to brewing corporations use at least one social media. These are mostly Facebook, You Tube, and LinkedIn, and rarely Twitter. A great share of brands that are a part of capital groups possess their own SM channels for communication with the environment; however, the examined employees think that some platforms within the frames of a particular group are not integrated enough. Among the group of small and medium regional breweries, the use of SM is much lower  86% of them use only one channel (it is Facebook).
SM are used by the examined breweries mainly for product promotion (82% of indications) and for establishing dialogue with the users society of a given platform (81%). Only a bit more than40% of examined companies (80% in case of the largest ones) runs effectiveness monitoring of SM utilization; nevertheless, its frequency was quite varied in most cases. Therefore, it may be assumed that it was of chaotic character.
With regards to the companies that do not use SM, the main barriers were indicated as a lack of time and a lack of properly qualified employees.
Summary
A dynamic development and increasing popularity of SM in the past decade triggered a growing interest in this communication channel in business environment. The companies in the most developed countries more and more often use the Internet and SM as an important channel of marketing communication and they develop online marketing strategies. SM, thanks to their specific features (such as interactivity, mass-character, global range, availability), are particularly useful when establishing relationships and active dialogue with different stakeholder groups. For this reason, they constitute a new, important tool for building and protecting corporate reputation.
Polish companies also start to appreciate the potential and see the need to use SM in their activity; however, in practice, the scale and range of their utilization is rather small. The research results mentioned in the paper are a proof for that.
Most Polish companies use only social networks (mainly Facebook) and video ones (You Tube), disregarding the possibilities of using other tools such as geolocation, photo networks, and company blogs. SM are used similarly to traditional media as they mainly serve for product and service promotion and for running image actions. Thus, they are considered to be an additional marketing communication channel and not a self-contained tool to create new ways of activity or new business models. In companies, SM management is carried out by specialized units, employees of marketing or PR department, or external agencies; therefore, the contact with societies is of one-way type. A silos approach to SM dominates, where they are neither integrated with operating processes in the whole organization nor coordinated in a form of one coherent strategy.
Despite very large significance of SM in the process of building and protecting reputation from various threats, Polish companies do not show a sufficient activity in this area. Relationships, using SM, are only established with customer, rarely with employees, business partners, or other stakeholder groups. These contact are rather of one-way, passive character and mainly serve sales purposes. Consequently, SM are used as a sales promotion or marketing tool and not as an instrument of building permanent, open relationships with stakeholders that the reputation is based on.
The examined Polish companies do not take up the activities aimed at continuous monitoring of submissions and comments about them either; they also do not use the tools enabling quick response to potential attacks. Therefore, reputation cannot be efficiently protected.
